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ABSTRACT 
JACK DALY: An Examination of Olympic Sport Revenue-Generation Strategies at National 
Collegiate Athletic Association Football Bowl Subdivision Athletic Departments 
(Under the direction of Richard M. Southall, Ed.D.) 
 
The financial crisis in college athletics has manifested itself in a number of ways –
Hofstra and Northeastern have eliminated their football programs; the University of Cal is 
cutting two sports after university-wide deficits. To ease the strain, university presidents told 
the Knight Commission they wanted to increase revenue sources rather than overhauling the 
current system. In the current system, ticket sales account for the highest source of revenue. 
Football and men’s basketball account for most sales, but so-called non-revenue sports 
cannot be overlooked. This study examined what strategies ticket offices are using to 
increase sales to non-revenue sports. While some strategies such as online ticketing are 
prevalent, results suggest most ticket offices are not using many of the sales strategies 
proscribed by literature. 
iii 
 
TABLE OF CONTENTS 
 
LIST OF TABLES .............................................................................................................. vi-vii 
Chapter 
I. INTRODUCTION ............................................................................................... 1-6 
Statement of Purpose ...............................................................................................3 
Research Questions ..................................................................................................3 
Definition of Terms.............................................................................................. 3-4 
Assumptions .............................................................................................................4 
Limitations ...............................................................................................................5 
Delimitations ............................................................................................................5 
Significance of Study ........................................................................................... 5-6 
II. REVIEW OF LITERATURE ............................................................................ 7-16 
General Marketing Strategies ............................................................................ 8-11 
Ticketing Strategies ......................................................................................... 11-13 
Ticket Prices...........................................................................................................14 
Ticket Staff Training ..............................................................................................14 
Division II Football Attendance.............................................................................15 
Support in Spanish Football ............................................................................. 15-16 
Best Practices .........................................................................................................16 
iv 
 
III. METHODOLOGY .......................................................................................... 17-19 
Instrumentation ................................................................................................ 17-18 
Ticket Sales Strategies ..................................................................................... 18-19 
Subjects ..................................................................................................................19 
Survey Distribution and Collection Procedures .....................................................19 
Data Analysis .........................................................................................................19 
IV. RESULTS ........................................................................................................ 20-48 
Research Question No. 1.................................................................................. 23-24 
Research Question No. 2.................................................................................. 24-31 
Research Question No. 3.................................................................................. 31-38 
Research Question No. 4.................................................................................. 38-38 
Baseball ...................................................................................................... 39-41 
Women’s Basketball .................................................................................. 41-43 
Volleyball ................................................................................................... 44-46 
Aggregate ................................................................................................... 46-48 
V. DISCUSSION .................................................................................................. 49-55 
Summary ................................................................................................................49 
Research Question No. 1.................................................................................. 49-50 
Research Question No. 2........................................................................................50 
Research Question No. 3.................................................................................. 50-51 
Research Question No. 4.................................................................................. 51-52 
Implications...................................................................................................... 52-53 
Limitations ....................................................................................................... 53-54 
v 
 
Future Research .....................................................................................................54 
Recommendations ..................................................................................................55 
APPENDICES ................................................................................................................... 56-60 
Appendix A (Survey) ....................................................................................... 56-59 
Appendix B (Invitation for Participation) ..............................................................60 
REFERENCES .................................................................................................................. 61-63 
vi 
 
LIST OF TABLES 
 
Table 
1. Conference Affiliation of Respondents .........................................................................21 
2. University Enrollment of Respondents .........................................................................22 
3. Athletic Department Budget of Respondents ................................................................22 
4. Frequency Individual Sports Were Listed Among 
Top Four Revenue Generators Through Ticket Sales ...................................................24 
5. Baseball Sales Strategies Used by Athletic 
Departments With Budgets Larger than $40 Million ....................................................26 
6. Baseball Sales Strategies Used by Athletic 
Departments With Budgets Smaller than $40 Million ..................................................27 
7. Women’s Basketball Sales Strategies Used by Athletic 
Departments With Budgets Larger than $40 Million ....................................................28 
8. Women’s Basketball Sales Strategies Used by Athletic 
Departments With Budgets Smaller than $40 Million ..................................................29 
9. Volleyball Sales Strategies Used by Athletic 
Departments With Budgets Larger than $40 Million ....................................................30 
10. Volleyball Sales Strategies Used by Athletic 
Departments With Budgets Smaller than $40 Million ..................................................31 
11. Baseball Sales Strategies Used by Universities 
With Enrollments Larger than 25,000 ...........................................................................33 
12. Baseball Sales Strategies Used by Universities 
With Enrollments Smaller than 25,000 .........................................................................34 
13. Women’s Basketball Sales Strategies Used by 
Universities With Enrollments Larger than 25,000 .......................................................35 
14. Women’s Basketball Sales Strategies Used by 
Universities With Enrollments Smaller than 25,000 .....................................................36 
 
vii 
 
15. Volleyball Sales Strategies Used by Universities 
With Enrollments Larger than 25,000 ...........................................................................37 
16. Volleyball Sales Strategies Used by Universities 
With Enrollments Smaller than 25,000 .........................................................................38 
17. Sales Strategies Used by Athletic Departments for 
Baseball Games Grouped by Number of Tickets Sold ............................................ 39-40 
18. Sales Strategies Used by Athletic Departments for 
Women’s Basketball Games Grouped by Number of Tickets Sold ........................ 42-43 
19. Sales Strategies Used by Athletic Departments for 
Volleyball Games Grouped by Number of Tickets Sold ........................................ 44-45 
20. Aggregate for Baseball, Women’s Basketball and Women’s Volleyball ............... 47-48 
CHAPTER I 
INTRODUCTION 
A number of players cursed. Some cried. Others were angry enough that Northeastern 
University athletics director Peter Roby felt compelled to leave with a security escort 
(Tysiac, 2010). Roby had just told the Northeastern football team the university was 
eliminating the program. The team had only won eight games in the previous three years and 
failed to capture the imagination of fans in the Boston region (Tysiac, 2010). Rather than 
spending millions on the necessary infrastructure and facilities to make the program more 
competitive, Roby felt it more financially prudent to drop football. Faced with similar 
budgetary challenges, Hofstra University made the same decision to eliminate football in the 
fall of 2009 (Armstrong, 2009). 
With the University of Cal-Berkeley staring at a $150 million deficit, professors and 
staff have to contend with leaky roofs, once-a-month garbage collection and a shortage of 
telephone lines (Asimov, 2010). While the university stretches every dollar, it subsidized the 
athletics department $13.7 million in 2009, prompting outrage from some faculty leaders 
(Asimov, 2010). A report by a panel of eight faculty members released in July of 2010 
demanded financial restraint by the athletic department while also encouraging self-
sufficiency through an increase in revenue-generation (Asimov, 2010). Facing intense 
pressure to rein in expenses, Cal athletics director Sandy Barbour eliminated five programs in 
late September, including the decorated men’s rugby team (Faraudo, 2010). Cal rugby coach 
Jack Clark called the day the announcement was made “the worst” of his life. “To have my 
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university demote my sport and then aggressively defend the decision, which was my take of 
yesterday, it rips my heart out” (Faraudo, 2010).  After exhaustive fundraising efforts yielded 
$12-$13 million, Cal did reinstate rugby, women’s lacrosse and women’s gymnastics in 
February, 2011 (Faraudo, 2011). 
Confronted with budget shortfalls, all athletic department employees at Arizona State, 
Clemson, Maryland and Utah State were forced to take furloughs in 2009 – unpaid days or 
weeks off from work (Berkowitz, 2009). At Arizona State, football coach Dennis Erickson 
and basketball coach Herb Sendek were required to take 12 days between February and June, 
which cost Erickson $20,800 of his $450,000 salary and Sendek $13,600 of his $292,000 
salary (Berkowitz, 2009). The University of New Orleans, citing a host of challenges brought 
on by the faltering economy and post-Hurricane Katrina recovery, announced in January of 
2010 that it was moving from Division I to Division III (Watson, 2010).  
The aforementioned universities were not alone in facing budget shortfalls. 
According to a 2009 report released by the NCAA, the median budget deficit in 2008 for 
Football Bowl Subdivision (FBS) athletic departments was $8.089 million while those same 
FBS schools were, on average, only 78.57% self-sufficient (Fulks, 2009). With signs of 
economic distress littering the college sports landscape, it is imperative for athletic 
departments to look to new revenue sources to ease the financial burden. Whereas some 
athletic departments are opting to eliminate sports or switch divisions to maximize savings, 
others are trying to generate more from Division’s I traditional revenue sources. Ticket sales, 
television contracts and charitable contributions from alumni and donors are the most 
lucrative income streams, according to a 2009 NCAA report, with ticket sales accounting for 
the highest percentage of generated revenue (26 percent) (Fulks, 2009). Ticket sales to 
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football and men’s basketball games are expected to carry the load, but a sometimes 
overlooked source of revenue-generation is increased sales to sports such as women’s 
basketball, volleyball, men’s and women’s soccer, men’s and women’s lacrosse and baseball 
(James & Ross, 2004). With athletic departments in dire need of money, the question 
becomes: What can athletic departments do to increase ticket sales in sports that traditionally 
are not thought of as revenue streams? 
Statement of Purpose 
The purpose of this study was to investigate what ticket offices throughout the country are 
doing to help their athletic departments grow revenue by increasing ticket sales in non-
revenue sports.  
Research Questions 
1. Which non-revenue sports generate the most ticket revenue at Football Bowl Subdivision 
schools? 
2. Is there a significant difference between the size of an athletic department’s budget and 
what sales strategies their ticket office employs? 
3. Is there a significant difference between the size of a school’s enrollment and what sales 
strategies their ticket office employs? 
4. Is there a significant difference between the sales strategies a ticket office employs and the 
number of tickets an athletic department sells? 
Definition of terms 
Division I: The highest level of athletics sponsored by the National Collegiate Athletics 
Association. 
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Football Bowl Subdivision (FBS): The subdivision of Division I athletics that sees its schools 
compete in bowl games at the end of the football season. There are 120 FBS schools in the 
United States. 
Football Championship Subdivision (FCS): The subdivision of Division I athletics that sees 
its school compete in a playoff at the end of the football season. There are 118 FCS schools 
in the United States. 
Furloughs: When an employee is forced by their employer to take unpaid days off from 
work. 
Non-revenue sports: Any sport an athletic department sponsors other than football or men’s 
basketball. 
Partial-season tickets: A collection of some, but not all, tickets during a season to a team’s 
home games. Also can be called mini-season tickets or half-season tickets. 
Sales strategies: Tactics ticket offices employ to generate sales to sporting events.   
Season tickets: Tickets to every home game a team plays in a given season.  
Self-sufficiency: Whether an athletic department relies on university allocations or generates 
enough revenue to cover its expenses. 
Assumptions 
For the purpose of this study, it was assumed: 
1. All information obtained through survey responses was accurate. 
2. The responses received from study subjects were given honestly. 
3. The person who was sent the survey was the one who completed it. 
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Limitations 
The study will be limited in the following ways: 
1. All surveys were sent to ticket offices directors at FBS schools with published email 
addresses 
2. Because this study was voluntary, there could have been a non-response bias 
Delimitations 
The delimitations of the study will be: 
1. The study was limited to ticket office directors at FBS schools. Therefore, results cannot 
be generalized for Division II or Division III athletics or professional sports. 
Significance of Study 
Two main constituents will find value in this study. The first is ticket office directors 
or managers, who can find out what non-revenue sports their peer institutions are selling the 
most tickets to and what they could be doing to increase ticket sales. If school A in the 
Atlantic Coast Conference is averaging 1,000 more tickets sold to men’s soccer games than 
school B, it would beneficial to school B to learn more about what school A is doing. There 
may also be significance in getting a sense of why some schools charge for tickets to a 
particular sport when another does not. 
With the aforementioned financial difficulties facing college athletics, the second 
constituents who may benefit from this study are athletic directors and senior athletic 
department employees. As every athletic department tries to squeeze more blood from the 
figurative financial stone, there is value in knowing where one’s athletic department can 
improve. While the gains from increasing sales in non-revenue sports may be modest, they 
can help offset the program budget at each school. Furthermore, it may be worthwhile to see 
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how peer schools are approaching growth sports such as lacrosse and baseball so one’s own 
school can harness them to maximum efficiency. Unless further effort is given, football and 
men’s basketball will remain the only revenue-producing sports for college athletics.
CHAPTER II 
REVIEW OF LITERATURE 
The University of Louisville athletics director Tom Jurich would “rather have fans 
than extra revenue,” so the school does not charge admission to its baseball games 
(Wolverton, 2007, p.10). He is one of the few people in a position of power in college 
athletics who is willing to forfeit revenue. The Knight Commission surveyed 95 of the 119 
university presidents of FBS schools in 2009 when compiling a comprehensive report on the 
finances of college sport (Knight Commission, 2009). While detailing widespread concern 
about the direction of college athletics and its increasing financial burdens, the report stated 
that “the most common sentiment expressed by presidents regarding current levels of 
spending was their desire to increase revenue rather opt out of the system or push for 
systematic change” (Knight Commission, 2009, p. 10). To feed this hunger for increased 
revenue, it would behoove presidents and, in turn, athletic departments, to concentrate on 
expanding ticket sales to its athletic events. The NCAA estimates ticket sales are the most 
lucrative source of revenue for Division I schools, generating 26 percent of athletic 
departments’ revenue (Fulks, 2009). If athletic departments want to grow ticket sales, 
especially to programs that have traditionally been non-revenue sports, it would be 
worthwhile to consult existing literature in both sports marketing and strategies for training 
ticket office representatives.  
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General Marketing Strategies 
While there is a relative dearth of literature on what athletic department ticket offices 
are doing to promote sales to non-revenue sports, there is no shortage of material on what 
sales models college athletic departments can follow. Harvard professor H. Igor Ansoff 
created the influential Product-Market Growth Matrix, explaining it in his article, “Strategies 
for Diversification” (Ansoff, 1957). In it, the author details four different strategies for 
businesses to increase market share. The first is “market penetration,” which is defined as a 
company increasing its sales for present products to its current customers (Ansoff, 1957, p. 
114). This concept can be effectively explained with an athletic example. If a supporter of a 
university athletic team is following the team through newspaper articles and other media, 
the goal, under the market-penetration strategy, is to entice that fan to buy tickets to attend a 
game. Once that is accomplished, the hope is this person then buys a mini-season ticket plan. 
From there, the ticket office should encourage its customer to become a half-season ticket 
plan holder. A full-season ticket package is the final step on the escalator. 
The next strategy is “market development,” which is where the company “attempts to 
adapt its present product line (generally with some modifications in the product 
characteristics) to new missions” (Ansoff, 1957, p. 114). In other words, new markets (or 
customers) are targeted for existing products. This is particularly appropriate strategy for 
athletic departments attempting to grow ticket sales to non-revenue sports. By targeting local 
club or middle school teams in a particular sport or by establishing a Kids Club, athletic 
departments would be reaching a new demographic. Another example specific to men’s 
soccer would be focusing marketing efforts on Hispanic communities; communities where 
soccer is popular, but who may not have been targeted by athletic departments. 
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The third prong for growth is “product development.” It involves developing new 
products for existing markets (Ansoff, 1957, p. 114). For athletics departments, this can 
manifest itself in many forms – the current Blue Zone project in the end zone of Kenan 
Stadium and the Rams Club Equity Seating Plan are two such examples of “product 
development.” The Blue Zone project will provide increased club and luxury seating while 
the Rams Club Equity Seating plan will re-seat football season ticket holders base on their 
Rams Club priority. Essentially, existing members of the Rams Club are being encouraged to 
give more money for an enhanced experience on game day. 
Lastly, the author outlines his final alternative – diversification, which “calls for a 
simultaneous departure from the present product line and the present market structure” 
(Ansoff, 1957, p. 114). In other words, this alternative involves new products and new 
markets, in other words. For athletic departments, this means emerging sports such as 
lacrosse can be used to target people who might not otherwise be interested in college sports. 
Fullerton and Merz (2008) developed four domains of sports marketing, identifying 
theme-based strategies, product-based strategies, alignment-based strategies and sports-based 
strategies as the foundation of sports marketing. All four can be adapted and used by ticket 
offices. The authors define theme-based strategies as “the use of traditional marketing 
strategies that incorporate a sports theme into the marketing program of non-sports products” 
(Fullerton & Merz, 2008, p. 96).  Theme-based strategies can be activated by having an 
investment firm advertises in Sports Illustrated or restaurants such as Hard Rock Café or 
Chili’s have locations inside a stadium. For ticket offices, this could mean pairing a non-
revenue event – which, by way of this example, is a sort of “non-sport product” – with a 
more popular athletic attraction. At the University of North Carolina, for example, the ticket 
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office deemed the October 8, 2010 soccer game against Wake Forest football season ticket 
holders’ appreciation day. Season football ticket holders got a voucher for tickets to the 
soccer game, which is the night before a home football game against Clemson. 
A product-based strategy employs traditional marketing approaches to sell the 
particular product when there is no official relationship between the marketer and the sports 
entity (Fullerton & Merz, 2008). The authors then delineate product-based strategies into five 
groups: target marketing, product, promotion, pricing and distribution. A number of 
examples are cited for each group that are applicable to ticket offices: the WNBA’s Los 
Angeles Sparks targeting their lesbian fan base with a pep rally at a gay and lesbian bar; the 
NBA reaching out to Chinese markets after the emergence of Yao Ming; the Chicago Cubs 
and Detroit Tigers offering ultra-premium seating options; organizations offering discounts 
to groups such as AARP or AAA; the Atlanta Braves bundling tickets with hot dogs, hats, 
parking and soft drinks (Fullerton & Merz, 2008). Basically, anything that employs 
traditional marketing strategies to get people to attend and watch athletic events qualifies as a 
product-based strategy.   
Alignment-based strategies are when non-sports products align with sports products 
for greater visibility (Fullerton & Merz, 2008). A corporation purchasing the naming rights to 
an arena is a prime example of this, as are any of the officially licensed products of the NFL, 
NBA, NASCAR or any other sporting organization. Sport-based strategies are the converse – 
sports manufacturers who align with sports entities. Examples include Adidas sponsoring the 
World Cup and Nike sponsoring universities such as the University of North Carolina 
(Fullerton & Merz, 2008). There are not too many ways a ticket office can take advantage of 
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these models, although one possibility would be having a popular basketball or football 
coach endorse or promote certain non-revenue sports. 
Ticketing Strategies 
If the previous writings provide general, wide-angle marketing guidelines for athletic 
departments, other authors focus more narrowly on ticket sales. Howard and Crompton 
(2004) examined strategies used by sports organizations in the United States to increase 
ticket sales, identifying four prominent tactics through interviews with sport professionals: 
differential pricing; flexible season ticket pricing; money-back guarantees and web-based 
ticketing. Avoiding empty seats is essential for sport organizations not only because of 
forfeited revenue from ticket sales but also the lost concession, parking and souvenir money. 
To avoid this unpalatable proposition, organizations rely on the aforementioned tactics. 
Differential pricing is “charging different prices for the same service where the price 
differences are not proportional to differences in costs” (Howard & Crompton, 2004, p. 88). 
Major League Baseball teams do this by charging less for weeknight games in April or 
September when fewer children can attend games because of school or fewer casual fans 
want to sit out in cooler weather. Teams will then charge a higher amount for games in the 
summer or when premier opponents such as the New York Yankees come to town (Howard 
& Crompton, 2004). The University of North Carolina instituted differential pricing for its 
2010-11 men’s basketball season, charging as little as $25 for poor seats against weak 
competition and as much as $60 for premium seats against elite competition. Universities 
tying tickets to annual donations to the school’s fundraising organization is also an example 
of differential pricing. At Clemson University, for example, donors improve their seats by 
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contributing money to the school. It is a separate and additional transaction to the ticket 
purchase (Howard & Crompton, 2004). 
Flexible season ticket packaging refers to mini-season or half-season ticket packages. 
The Milwaukee Brewers were one of the first sporting organizations to employ such a 
strategy, diversifying their season ticket offerings ahead of the 1993 season (Howard & 
Crompton, 2004). The Brewers offered four ticket packages that featured 13 or 16 games 
each. One had tickets to games against the Brewers’ rivals, another took advantage of the 
Wisconsin summer with games between May 28 and September 10, another boasted only day 
games while the final one featured tickets exclusively to Sunday games. As a result, 
Milwaukee sold a franchise record number of tickets, improving upon the previous year by 
43% (Howard & Crompton, 2004). 
 Money-back guarantees are predicated on social exchange theory. Sporting 
organizations provide their patrons with the desired entertainment, and those customers 
provide the organization with a financial benefit (Howard & Crompton, 2004). If the 
customer does not feel their experience was satisfactory, the organization refunds them their 
money. The University of Kansas athletic department adopted a money-back guarantee for its 
football team to entice new customers. Individuals who purchased season tickets for $157 
had the option of returning the season tickets after the second home game for a full refund if 
they were dissatisfied. The Kansas football was not particularly good, but, according to the 
director of promotions, “you could count on one hand the number of people who exercised 
the guarantee, maybe five, total” (Howard & Crompton, 2004, p. 92).  
 The advent and popularity of web-based ticketing has been significant for sport 
organizations for two primary reasons. First, the ease with which customers can purchase and 
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print tickets at home means they can avoid hassles and delays of will-call windows, thus 
making the entire experience of purchasing more pleasant and convenient (Howard & 
Crompton, 2004). As a result, fans are less likely to decide not to attend a game and deprive 
the sport organization of valuable ancillary income through parking, concessions, 
merchandise and other supplementary sources. Second, print-at-home tickets have opened up 
revenue opportunities in the secondary ticket market and through sponsorship. The San 
Francisco Giants were the first to take advantage, allowing their season ticket holders to 
return unused tickets to the club. The team, in turn, re-sells those tickets to fans, taking a 10 
percent transaction fee while allowing the season ticket holder to recoup their investment. 
The service netted the Giants an extra $500,000 in 2000 (Howard & Crompton, 2004).  The 
University of North Carolina recently announced a similar partnership with StubHub for its 
season basketball ticket holders in the fall of 2010. 
 Web-based technology has fundamentally changed the way athletic departments 
reach their customers in a multitude of ways (Smith, 2007). E-ticketing has allowed 
customers to choose seats online before buying and printing the tickets from home. More 
than half of all tickets are purchased online, and some 20 percent to 30 percent of seats are 
eventually resold. The most effective athletic department web sites feature pictures of the 
field or court from the seats to give fans an idea of the view of the action from where they 
will sit. Furthermore, the popularity of online ticket brokers suggests that there will be 
secondary revenue opportunities through aggressive marketing and advertising of other 
services (Smith, 2007). 
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Ticket Prices 
Even if an athletic department does not directly profit from the re-sale of its tickets on 
the secondary market, there are compelling reasons for sporting organizations to forfeit some 
revenue in exchange for attendance. Research shows sport teams set ticket prices in the 
inelastic portion of the price curve, meaning that they do not maximize potential revenue 
from ticket sales (Fort, 2004). In essence, if a team is charging prices in the inelastic portion 
of the demand curve, it means they could raise prices with a minimal effect on consumer’s 
demand. But with the relationship between gate revenue and other revenue sources such as 
concessions, merchandise and parking, a profit-maximizing team may charge less than the 
maximum for tickets (Fort, 2004).  
Ticket Staff Training 
No matter the price of the ticket, it is important ticket office representatives have 
proper training, preferably a form of experience-based learning (Southall, Dick & Pollack, 
2010). An effective training program involves students learning outside of the classroom, 
under the supervision of an experienced mentor or professor (Southall, Nagel, LeGrande & 
Han, 2003). Since the majority of entry-level positions within the sport industry fall within 
sales, sports management students should look for sports management programs that offer 
practical training in addition to theoretical instruction through their coursework (Southall et 
al., 2003).  Furthermore, it would make sense for athletic departments to hire individuals who 
have sales experience, whether it is in the “real world” or through one of the aforementioned 
sports management programs. Individuals working in sales jobs at ticket offices in athletic 
departments would be wise to familiarize themselves with relevant literature on sales 
strategies. 
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Division II Football Attendance 
Generating revenue through ticket sales is a paramount consideration for Division II 
athletic programs since those schools derive little – if any – revenue from television rights 
fees (DeSchriver & Jensen, 2002). For Division II football programs, the most significant 
factors that drive attendance are the team’s winning percentage in previous season (provided 
the current season is in its first three games), and, as the season progresses, the team’s 
winning percentage in the current season. Promotions and special activities such as 
Homecoming and Parents’ Day can have a positive effect, although the benefits have to be 
weighed against the cost of staging such events. The study found the size of the student 
population and weather positively influenced spectator attendance, as did free admittance for 
students and charging for general admission tickets (DeSchriver & Jensen, 2002). 
Another analysis of attendance at Division II football games confirmed the 
importance of promotions and a marketing director (Wells, Southall & Peng, 2000). While 
the current season’s winning percentage is significant in relation to attendance, marketing 
and promotional strategies such as homecoming are critical. “Any game that does not have a 
promotion associated with it is an opportunity missed” (Wells, Southall & Peng, 2000, p. 
209). In addition, employing a marketing director within the athletic department has a 
significant relation to attendance. Booster clubs, on the other hand, were not found to have a 
significant effect (Wells, Southall & Peng, 2000). 
Support in Spanish Football 
The model of support for Spanish football teams is not altogether different than that 
of American college football or men’s college basketball. Historical success plays an 
important role, explaining 93.2 percent of a team’s support (Barajas & Crolley, 2009). The 
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quality of the team (the team’s winning percentage in the current season) and the population 
of the town the team is located in also are significant factors. Other socio-economic variables 
such as the region’s unemployment rate, gross income and purchasing power of the local 
inhabitants are not as important and are not significant (Barajas & Crolley, 2009). 
Best Practices  
The Portland Timbers will join Major League Soccer – the premier league in the 
United States – for the 2011 season after being awarded an expansion franchise in 2009. 
Prior to that, the Timbers competed in the United States Soccer Federation Division 2 
Professional League, which is the second-tier of American soccer. The Timbers had a 
successful season-ticket campaign ahead of that move, selling out 15 sections of their 
stadium by September, 2010, and all but one of the stadium’s suites. Joe Cote, the Timbers’ 
vice president of ticket sales, said there was no magic formula to the strong sales, suggesting 
it was the product of “hard work” (author interview). Sales associates are expected to make 
80-100 phone calls per day to potential customers, targeting individuals who had bought 
single tickets to previous Timbers games and trying to escalate their commitment to the 
season-ticket level. Corporations and businesses were selected and sold on the idea soccer 
games were ideal entertainment for clients and employees. To further promote season-ticket 
sales, the Timbers’ staff has reached out to the thriving youth soccer scene in Portland by 
offering season tickets for as little as $15 per game, which is a discount of $6 per ticket 
(author interview).
CHAPTER III 
METHODOLOGY 
The purpose of this study was first to measure what strategies ticket offices in athletic 
departments of Football Bowl Subdivision (FBS) schools are doing to increase sales to non-
revenue sports. The specific research questions were: Which non-revenue sports generate the 
most ticket revenue at FBS schools? Is there an association between the size of an athletic 
department’s budget and what sales strategies their ticket office employs? Is there an 
association between the size of a school’s enrollment and what sales strategies their ticket 
office employs? And finally, is there an association between the sales strategies a ticket 
office employs and the number of tickets an athletic department sells? A sample of current 
FBS ticket office directors was utilized for this study. 
Instrumentation 
 The data for this study was collected though surveys e-mailed to 117 ticket office 
directors of NCAA Division I FBS schools. The email address of ticket office directors at 
Texas A&M University and the University of California-Los Angeles could not be located 
and those schools were not included. Participants were e-mailed a link to the online survey 
questionnaire on the Qualtrics website and were asked to provide demographic information 
while responding to various questions designed to provide information about the sales 
strategies their ticket office employs to generate sales to their non-revenue sports. 
Demographic information collected included conference affiliation, size of athletic 
department budget and school enrollment (see Appendix A for survey). 
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In order to maintain confidentiality, the subject’s name or institution was not asked in 
the survey. The subjects were assured that all of their answers would only be used for the 
purposes of this study. All information received was then collected and categorized for 
analysis.  
Ticket Sales Strategies 
 Subjects were asked about ticket sales strategies they employed based on strategies 
uncovered in the review of literature. After identifying the four non-revenue sports that 
generated the most revenue through ticket sales at their university, ticket office directors 
were then asked how many ticket office employees typically staff regular season home 
games for that particular sport. The next question asked the price of the majority of tickets 
for regular season games to the selected sport. Six ranges of choices were available for 
selection – ranges were chosen instead of exact prices to facilitate increased responses. After 
that, subjects were asked how many tickets they sold to the average regular season in the 
selected sport. There were nine ranges of choices from 1-250 to 2000 or more. From there, 
subjects were asked to check the sales strategies their office used. There were 13 choices 
based on strategies discussed in the review of literature: print-at-home tickets; ability to 
purchase tickets online; youth or senior citizen discounts; email blasts; reduced prices for 
groups; coupons; bundling non-revenue tickets with tickets to revenue sports; differential 
pricing (defined as different prices for the same seats to different games); outreach to local 
youth teams; telemarketing; money-back guarantees; publicity on social media and an 
“other” selection that allowed subjects to fill in a blank. The next question asked subjects 
which strategy they believed most effective, with only answer allowed. The final question of 
the loop asked subjects (ticket office directors) what they believed best explained ticket sales 
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to the selected non-revenue sport at their university. There were eight choices: historical 
success; performance during current season; presence of local youth/club teams; special 
promotions; popular opponents; new facilities/facility renovations; weather or an “other” 
selection that allowed subjects to fill in a blank. 
 After performing a loop of questions 3-8 for all four of the sports they selected in 
question no. 2 (which four non-revenue sports generate the most revenue through ticket 
sales), the subjects were asked the three demographic questions: What was the school’s 
conference affiliation; enrollment and size of athletic department budget. 
Subjects 
 Subjects of this study were ticket office directors from NCAA Division I FBS 
institutions. Only subjects with email addresses listed on the school’s athletic department 
website were contacted. 
Survey Distribution and Collection Procedures 
 The survey questions were entered into the online survey service provider Qualtrics 
website and a link was assigned for the survey. After collection of subjects e-mail addresses 
through institutional websites, e-mails were sent to subjects containing a brief overview of 
the study and the link to complete the online survey (see Appendix B for letter). 
Data Analysis 
After filtering the results on Qualtrics, one-way ANOVAs were performed using 
SPSS 18.0 to determine if there were significant differences between mean numbers of sales 
strategies used between separate groupings of tickets sold.
CHAPTER IV 
RESULTS  
 The survey (Appendix A) was distributed via e-mail to 117 ticket office directors of 
NCAA Division I FBS schools in the middle of February, 2011 (two schools – Texas A&M 
University and the University of California-Los Angeles – were excluded because sufficient 
contact information could not be located). Participants were directed to a link on the 
Qualtrics website to provide their responses. Most filled the survey out in less than 10 
minutes. The raw data was compiled by Qualtrics and then filtered by the researcher to tease 
out certain responses before it was entered into SPSS 17.0. In all, 59 surveys were 
completed, for a response rate of 50.4%.  
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Table 1 
Conference Affiliation of Respondents 
# Answer  
 
Response % 
1 Atlantic Coast   
 
8 14% 
2 Big East   
 
4 7% 
3 Big Ten   
 
7 12% 
4 Big 12   
 
6 10% 
5 Conference USA   
 
4 7% 
6 Mid-American Conference   
 
7 12% 
7 Mountain West Conference   
 
4 7% 
8 Southeastern   
 
6 10% 
9 Sun Belt Conference   
 
3 5% 
10 Pac 10   
 
4 7% 
11 Western Athletic Conference   
 
4 7% 
12 Independent   
 
1 2% 
 Total  58 100% 
 
 
Respondents were asked two additional demographic questions that helped the following 
research questions: (a) What was the size of the school’s athletic department budget (RQ2)? 
(b) What was the enrollment of the school (RQ3)?  
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Table 2 
University Enrollment of Respondents 
 
# Answer  
 
Response % 
1 0-5000   
 
3 5% 
2 5000-10,000   
 
5 9% 
3 15,000-20,000   
 
10 17% 
4 20,000-25,000   
 
12 21% 
5 25,000-30,000   
 
11 19% 
6 More than 30,000   
 
17 29% 
 Total  58 100% 
 
 
 
 
 
 
 
Table 3 
Athletic Department Budget of Respondents 
 
# Answer  
 
Response % 
1 0-$3 million   
 
1 2% 
3 $3.1m-$6m   
 
2 4% 
4 $6.1m-$10m  
 
0 0% 
5 $10.1m-$15m  
 
0 0% 
2 $15.1m-$20m   
 
12 24% 
7 $20.1m-$30m   
 
6 12% 
8 $30.1m-$40m   
 
8 16% 
9 $40.1m-$50m   
 
2 4% 
10 $50.1m-$60m   
 
5 10% 
11 $60.1m-$70m   
 
3 6% 
12 $70.1m-$80m   
 
5 10% 
13 More than $80m   
 
6 12% 
 Total  50 100% 
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Research Question No. 1 
The results for RQ1 were determined by analyzing the answers to question No. 2 of 
the survey. The first research question asked: Which non-revenue sports generate the most 
ticket revenue at Football Bowl Subdivision schools? The second question of the survey 
invited participants to check the four non-revenue sports that generate the most revenue 
through ticket sales at their university (if a school didn’t charge for four non-revenue sports, 
they were asked only to click the sports they charged admission for).  
Based on descriptive statistics tabulated by Qualtrics, 50% of the respondents 
identified three such sports: women’s basketball (92%), baseball (63%) and women’s 
volleyball (60%). The gap between women’s volleyball and the next highest sport (women’s 
soccer – 32%) was such that it provided a clear demarcation between the top tier and other 
sports. Women’s soccer, men’s soccer, softball, gymnastics and wrestling were selected by a 
minimum of five respondents while indoor track and field, men’s ice hockey, men’s lacrosse, 
men’s volleyball, men’s water polo, women’s ice hockey and women’s swimming and diving 
were selected sparingly. Bowling, cross country, fencing, field hockey, men’s golf, men’s 
gymnastics, men’s swimming and diving, men’s tennis, outdoor track and field, rifle, rowing, 
skiing, women’s golf, women’s lacrosse, women’s tennis and women’s water polo were not 
selected by any schools and are not included in Table 4.  
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Table 4 
Frequency Individual Sports Were Listed Among Top Four Revenue Generators Through 
Ticket Sales 
 
# Answer   
 
Response % 
1 Baseball   
 
39 63 
6 Indoor track and field   
 
3 5 
10 Men's lacrosse   
 
5 8 
11 Men's soccer   
 
16 26 
14 Men's volleyball   
 
1 2 
15 Men's water polo   
 
1 2 
20 Softball   
 
15 24 
21 Women's basketball   
 
57 92 
23 Women's gymnastics   
 
11 18 
24 Women's ice hockey   
 
1 2 
26 Women's soccer   
 
20 32 
27 Women's 
swimming/diving 
  
 
1 2 
29 Women's volleyball   
 
37 60 
31 Wrestling   
 
11 18 
 
 
 
 
 
 
Research Question No. 2 
The second research question asked: Is there a significant difference between the size 
of an athletic department’s budget and what sales strategies their ticket office employs? To 
answer this question, responses were organized into two groups based on responses to the 
final survey question, which asked the size of the athletic department budget. There were 12 
ranges participants could select. In the analysis, the ranges were broken into two groups to 
distribute n as equally as possible; one group included budgets greater than $40 million (n = 
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21) while the other included budgets less than $40 million (n = 29). Using the filtering 
functions on Qualtrics, the ticket sales strategies of three particular sports were analyzed: 
baseball, women’s basketball and women’s volleyball. Those three sports were chosen 
because they were the three selected by more than 50% of respondents to the second survey 
question (other than men’s basketball and football, please select the four sports that generate 
the most revenue through ticket sales at your particular university. If your school does not 
charge for four sports, only click the sports other than football and men’s basketball for 
which your school charge). Women’s soccer had the fourth-highest response rate, but it was 
still only selected by 33% of participants. Tables 5-10 (beginning on page 26) detail the 
percentage that sales strategies were employed by athletic departments in baseball, women’s 
basketball and women’s volleyball follow, both for athletic departments with budgets larger 
and smaller than $40 million. 
The respondents identified differences between the two budget groups in sales 
strategies for baseball, women’s basketball and women’s volleyball. For baseball, differences 
in print-at-home tickets (63% of athletic departments with budgets larger than $40 million 
used this strategy compared to 17% of athletic departments with budgets smaller than $40 
million, a difference of 46%), ability to purchase tickets online (+39% for athletic 
departments with budgets larger than $40 million), email blasts (+33% for athletic 
departments with budgets larger than $40 million) and publicity on social media (+33% for 
athletic departments with budgets larger than $40 million) were all greater than 30 percent. 
The discrepancies indicated that, at least for baseball, athletic departments with budgets 
larger than $40 million utilized different ticketing strategies than athletic departments with 
budgets smaller than $40 million. 
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Table 5 
Baseball Sales Strategies Used by Athletic Departments With Budgets Larger Than $40 
Million (n = 16) 
 
# Answer   
 
Response % 
1 Print-at-home tickets   
 
10 63 
2 Ability to purchase tickets 
online    16 100 
3 Youth or senior citizen discounts    11 69 
4 Email blasts   
 
16 100 
5 Reduced prices for groups   
 
14 88 
6 Coupons   
 
4 25 
7 Bundling non-revenue tickets 
with tickets to revenue sports    2 13 
8 
Differential pricing (different 
prices for the same seats to 
different games) 
  
 
4 25 
9 Outreach to local youth teams   
 
13 81 
10 Telemarketing   
 
1 6 
11 Money-back guarantees   
 
0 0 
12 Publicity on social media (Facebook, Twitter, etc.)    15 94 
13 Other   
 
1 6 
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Table 6 
Baseball Sales Strategies Used by Athletic Departments With Budgets Smaller Than $40 
Million (n = 18) 
 
# Answer  
 
Response % 
1 Print-at-home tickets   
 
3 17 
2 Ability to purchase tickets online   
 
11 61 
3 Youth or senior citizen discounts   
 
12 67 
4 Email blasts   
 
12 67 
5 Reduced prices for groups   
 
16 89 
6 Coupons   
 
7 39 
7 Bundling non-revenue tickets 
with tickets to revenue sports    2 11 
8 
Differential pricing (different 
prices for the same seats to 
different games) 
  
 
2 11 
9 Outreach to local youth teams   
 
13 72 
10 Telemarketing   
 
3 17 
11 Money-back guarantees  
 
0 0 
12 Publicity on social media (Facebook, Twitter, etc.)    11 61 
13 Other   
 
3 17 
 
 
 
Differences were not as large in women’s basketball. The only one greater than 30% 
was for coupons – 62% of athletic departments with budgets smaller than $40 million 
reported using this strategy while only 29% of athletic departments with budgets larger than 
$40 million did the same. Just like women’s basketball, there was only one discrepancy 
larger than 30% for women’s volleyball with 100 percent of athletic departments with 
budgets larger than $40 million allowing volleyball customers to purchase tickets online 
while only 37% of athletic departments with budgets smaller than $40 million provided this 
option. 
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Table 7 
Women’s Basketball Sales Strategies Used by Athletic Departments With Budgets Larger 
Than $40 Million (n = 21) 
 
# Answer   
 
Response % 
1 Print-at-home tickets   
 
14 67 
2 Ability to purchase tickets 
online    20 95 
3 Youth or senior citizen discounts    18 86 
4 Email blasts   
 
20 95 
5 Reduced prices for groups   
 
20 95 
6 Coupons   
 
6 29 
7 Bundling non-revenue tickets 
with tickets to revenue sports    2 10 
8 
Differential pricing (different 
prices for the same seats to 
different games) 
  
 
1 5 
9 Outreach to local youth teams   
 
20 95 
10 Telemarketing   
 
2 10 
11 Money-back guarantees   
 
0 0 
12 Publicity on social media (Facebook, Twitter, etc.)    18 86 
13 Other   
 
1 5 
 
29 
 
Table 8 
Women’s Basketball Sales Strategies Used by Athletic Departments With Budgets Smaller 
Than $40 Million (n = 26) 
 
# Answer  
 
Response % 
1 Print-at-home tickets   
 
12 46 
2 Ability to purchase tickets 
online    22 85 
3 Youth or senior citizen discounts    23 88 
4 Email blasts   
 
23 88 
5 Reduced prices for groups   
 
24 92 
6 Coupons   
 
16 62 
7 Bundling non-revenue tickets 
with tickets to revenue sports    2 8 
8 
Differential pricing (different 
prices for the same seats to 
different games) 
  
 
2 8 
9 Outreach to local youth teams   
 
21 81 
10 Telemarketing   
 
8 31 
11 Money-back guarantees  
 
0 0 
12 Publicity on social media (Facebook, Twitter, etc.)    18 69 
13 Other   
 
3 12 
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Table 9 
Volleyball Sales Strategies Used by Athletic Departments With Budgets Larger Than $40 
Million (n = 12) 
 
# Answer  
 
Response % 
1 Print-at-home tickets   
 
4 33 
2 Ability to purchase tickets 
online    12 100 
3 Youth or senior citizen discounts    12 100 
4 Email blasts   
 
10 83 
5 Reduced prices for groups   
 
11 92 
6 Coupons   
 
5 42 
7 Bundling non-revenue tickets 
with tickets to revenue sports    3 25 
8 
Differential pricing (different 
prices for the same seats to 
different games) 
 
 
0 0 
9 Outreach to local youth teams    11 92 
10 Telemarketing  
 
0 0 
11 Money-back guarantees  
 
0 0 
12 Publicity on social media (Facebook, Twitter, etc.)    8 67 
13 Other   
 
1 8 
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Table 10 
Volleyball Sales Strategies Used by Athletic Departments With Budgets Smaller Than $40 
Million (n = 19) 
 
# Answer   
 
Response % 
1 Print-at-home tickets   
 
4 21 
2 Ability to purchase tickets 
online    7 37 
3 Youth or senior citizen discounts    14 74 
4 Email blasts   
 
13 68 
5 Reduced prices for groups   
 
15 79 
6 Coupons   
 
10 53 
7 Bundling non-revenue tickets 
with tickets to revenue sports    3 16 
8 
Differential pricing (different 
prices for the same seats to 
different games) 
  
 
0 0 
9 Outreach to local youth teams    12 63 
10 Telemarketing   
 
2 11 
11 Money-back guarantees   
 
0 0 
12 Publicity on social media (Facebook, Twitter, etc.)    12 63 
13 Other   
 
1 5 
 
 
 
 
Research Question No. 3 
The third research question asked if there were a significant difference between the 
size of a university’s enrollment and the sales strategies their ticket office employs. To 
answer this question, responses were organized into two groups based on responses to the 
second-to-last survey question, which asked about the enrollment of the university. There 
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were six ranges participants could select. In the analysis, the ranges were broken into two 
groups to distribute n as equally as possible; one group included enrollments greater than 
25,000 (n = 28) while the other included budgets less than 25,000 (n = 30). Using the 
filtering functions on Qualtrics, the ticket sales strategies of three particular sports were 
analyzed: baseball, women’s basketball and women’s volleyball. Those three sports were 
chosen because they were the only three selected by more than 50% of respondents to the 
second survey question (Other than men’s basketball and football, please select the four 
sports that generate the most revenue through ticket sales at your particular university. If 
your school does not charge for four sports, only click the sports other than football and 
men’s basketball that your school charges for.). Women’s soccer had the fourth-highest 
response rate, but it was still only selected by 28% of participants. Tables 11-16 (beginning 
on page 33) detail the sales strategies used by athletic departments in baseball, women’s 
basketball and women’s volleyball, both for athletic departments with enrollments larger and 
smaller than 25,000. 
The results suggest there is not a difference in approaches to selling tickets between 
larger and smaller schools. There was only one example where the variation in percentages 
of sales strategies used was greater than 30%. Ninety-three percent of athletic departments at 
universities with an enrollment larger than 25,000 used outreach to local youth teams as a 
sales strategy to women’s volleyball while 61% of schools smaller than 25,000 employed the 
same strategy, a difference of 32%. In baseball, 89% of large schools used outreach to local 
youth teams as a sales strategy while 60% of smaller schools did the same, but the difference 
did not cross the 30% threshold. 
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Table 11 
Baseball Sales Strategies Used by Universities With Enrollments Larger Than 25,000 
# Answer   
 
Response % 
1 Print-at-home tickets   
 
8 42 
2 Ability to purchase tickets 
online    16 84 
3 Youth or senior citizen discounts    15 79 
4 Email blasts   
 
17 89 
5 Reduced prices for groups   
 
18 95 
6 Coupons   
 
8 42 
7 Bundling non-revenue tickets 
with tickets to revenue sports    3 16 
8 
Differential pricing (different 
prices for the same seats to 
different games) 
  
 
2 11 
9 Outreach to local youth teams   
 
17 89 
10 Telemarketing   
 
5 26 
11 Money-back guarantees   
 
0 0 
12 Publicity on social media (Facebook, Twitter, etc.)    16 84 
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Table 12 
Baseball Sales Strategies Used by Universities With Enrollments Smaller Than 25,000 
# Answer   
 
Response % 
1 Print-at-home tickets   
 
6 30 
2 Ability to purchase tickets online   
 
16 80 
3 Youth or senior citizen discounts   
 
12 60 
4 Email blasts   
 
15 75 
5 Reduced prices for groups   
 
16 80 
6 Coupons   
 
4 20 
7 Bundling non-revenue tickets with tickets to revenue sports    3 15 
8 
Differential pricing (different 
prices for the same seats to 
different games) 
  
 
5 25 
9 Outreach to local youth teams   
 
12 60 
10 Telemarketing   
 
1 5 
11 Money-back guarantees  
 
0 0 
12 Publicity on social media (Facebook, Twitter, etc.)    14 70 
 
35 
 
Table 13 
Women’s Basketball Sales Strategies Used by Universities With Enrollments Larger Than 
25,000 
 
# Answer  
 
Response % 
1 Print-at-home tickets   
 
15 58 
2 Ability to purchase tickets online   
 
23 88 
3 Youth or senior citizen discounts   
 
23 88 
4 Email blasts   
 
24 92 
5 Reduced prices for groups   
 
24 92 
6 Coupons   
 
16 62 
7 Bundling non-revenue tickets 
with tickets to revenue sports    3 12 
8 
Differential pricing (different 
prices for the same seats to 
different games) 
  
 
1 4 
9 Outreach to local youth teams   
 
23 88 
10 Telemarketing   
 
5 19 
11 Money-back guarantees  
 
0 0 
12 Publicity on social media (Facebook, Twitter, etc.)    18 69 
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Table 14 
Women’s Basketball Sales Strategies Used by Universities With Enrollments Smaller Than 
25,000 
 
# Answer   
 
Response % 
1 Print-at-home tickets   
 
13 48 
2 Ability to purchase tickets 
online    24 89 
3 Youth or senior citizen discounts    22 81 
4 Email blasts   
 
25 93 
5 Reduced prices for groups   
 
24 89 
6 Coupons   
 
10 37 
7 Bundling non-revenue tickets 
with tickets to revenue sports    2 7 
8 
Differential pricing (different 
prices for the same seats to 
different games) 
  
 
2 7 
9 Outreach to local youth teams   
 
23 85 
10 Telemarketing   
 
7 26 
11 Money-back guarantees   
 
0 0 
12 Publicity on social media (Facebook, Twitter, etc.)    22 81 
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Table 15 
Women’s Volleyball Sales Strategies Used by Universities With Enrollments Larger Than 
25,000 
 
# Answer  
 
Response % 
1 Print-at-home tickets   
 
5 36 
2 Ability to purchase tickets 
online    11 79 
3 Youth or senior citizen discounts    13 93 
4 Email blasts   
 
12 86 
5 Reduced prices for groups   
 
13 93 
6 Coupons   
 
9 64 
7 Bundling non-revenue tickets 
with tickets to revenue sports    3 21 
8 
Differential pricing (different 
prices for the same seats to 
different games) 
 
 
0 0 
9 Outreach to local youth teams   
 
13 93 
10 Telemarketing   
 
1 7 
11 Money-back guarantees  
 
0 0 
12 Publicity on social media (Facebook, Twitter, etc.)    8 57 
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Table 16 
Women’s Volleyball Sales Strategies Used by Universities With Enrollments Smaller Than 
25,000 
 
# Answer   
 
Response % 
1 Print-at-home tickets   
 
4 22 
2 Ability to purchase tickets online   
 
9 50 
3 Youth or senior citizen discounts   
 
13 72 
4 Email blasts   
 
12 67 
5 Reduced prices for groups   
 
14 78 
6 Coupons   
 
6 33 
7 Bundling non-revenue tickets 
with tickets to revenue sports    3 17 
8 
Differential pricing (different 
prices for the same seats to 
different games) 
  
 
0 0 
9 Outreach to local youth teams   
 
11 61 
10 Telemarketing   
 
1 6 
11 Money-back guarantees   
 
0 0 
12 Publicity on social media (Facebook, Twitter, etc.)    12 67 
 
 
 
 
Research Question No. 4 
The fourth research question asked if there was a relationship between the sales 
strategies ticket offices employed and the number of tickets sold. Data was obtained from 
responses to survey question No. 5 regarding the number of tickets sold to the average 
regular season game in a particular sport. Since women’s basketball, women’s volleyball, 
and baseball had the highest response rates and other sports did not have a high enough n to 
make statistical analysis possible, women’s basketball, women’s volleyball and baseball were 
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the only non-revenue sports analyzed. The responses to these three sports were broken into 
three groups, ranging from least to most tickets sold.   
Baseball. For all sports, there were nine ranges respondents could select: 1-250; 251-
500; 501-750; 751-1000; 1001-1250; 1251-1500; 1501-1750; 1751-2000 and more than 
2000. For baseball, the largest two ranges were collapsed into one group that encompassed 
more than 1,751 tickets sold (n = 9). The middle range incorporated between 751-1750 
tickets sold (n = 13) (see Table 17). The smallest group was for schools that sold somewhere 
between 1-750 tickets to the average regular season game (n = 17). In addition, the number of 
times each sales strategy listed in survey question No. 6 was selected was determined.  
 
 
 
Table 17 
Sales Strategies Used by Athletic Departments For Baseball Games Grouped By Number of 
Tickets Sold 
 
Sales Strategy 1-750  
(n = 17) 
751-1750  
(n = 13) 1751+ (n = 9) 
Print-at-home tickets 4 
23.5% 
3 
 23.0% 
7 
77.7% 
Ability to purchase tickets online 10 
58.8% 
13 
100% 
9 
100% 
Youth/senior citizen discounts 12 
70.5% 
9 
69.2% 
6 
66.7% 
Email blasts 13 
76.4% 
10 
76.9% 
8 
88.9% 
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Reduced prices for groups 14 
82.3% 
13 
100% 
7 
77.8% 
Coupons 6 
35.2% 
5 
38.4% 
1 
11.1% 
Bundling  2 
11.7% 
2 
15.3% 
0 
0% 
Differential pricing 0 
0% 
6 
46.1% 
2 
22.2% 
Outreach to local youth teams 11 
64.7% 
12 
92.3% 
4 
44.4% 
Telemarketing 3 
17.6% 
3 
23.0% 
0 
0% 
Money-back guarantees 0 
0% 
0 
0% 
0 
0% 
Online publicity (Facebook, 
Twitter) 
9 
52.9% 
13 
100% 
7 
77.7% 
 
  
 
Of all the categories, print-at-home tickets had the largest jump from the first two 
groups (1-1750 tickets sold) to the highest-number-of-tickets-sold grouping (more than 
1,751), increasing from about 23 percent to 77.7 percent. The ability to purchase tickets 
online was also associated with higher numbers of tickets sold.  
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Generally, the middle group (751-1,750 tickets sold) used the highest number of sales 
strategies to sell tickets. For the group that sold the most tickets (1,751 or more), the mean 
number of sales strategies used per school was 5.78 (SD = 1.563, 95% CI [4.54, 7.02]). For 
the middle group (751-1,750 tickets sold), the mean number of sales strategies used was 7.23 
(SD = 1.481, 95% CI [6.200, 8.261]). Finally, for the group that sold the least amount of 
tickets (1-750), the mean number of sales strategies used was 5.06 (SD = 2.16, 95% CI 
[4.158, 5.960]). 
 To answer RQ2-4, a one-way ANOVA – a statistical procedure that measures 
variance between means – was performed to see if the differences between the mean of sales 
strategies used were significant. The differences between the means for the group with the 
least amount of tickets sold (µ = 5.06) and the middle group (µ = 7.23) had a p-value less 
than .05 (p-value = .008). Otherwise, the p-values were above 0.10. 
Women’s Basketball. The same analysis was performed for women’s basketball, 
although the groups were organized with different numbers of tickets sold to distribute the n 
more evenly. For the highest-tickets-sold group, only responses that selected more than 2,000 
tickets sold were considered. The middle range included between 501-2,000 tickets sold. 
Finally, the smallest group was for schools that sold between 1-500 tickets to the average 
regular season women’s basketball game (See Table 18). 
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Table 18 
Sales Strategies Used by Athletic Departments For Women’s Basketball Games Grouped By 
Number of Tickets Sold 
 
Sales Strategy 1-500 (n = 18) 501-2000  (n = 20) 
2000+  
(n = 17) 
Print-at-home tickets 5 
27.7% 
9 
45.0% 
13 
76.4% 
Ability to purchase tickets online 16 
88.8% 
16 
80.0% 
17 
100% 
Youth/senior citizen discounts 14 
77.7% 
17 
85.0% 
16 
94.1% 
Email blasts 15 
83.3% 
18 
90% 
17 
100% 
Reduced prices for groups 16 
88.8% 
16 
80% 
15 
88.2% 
Coupons 11 
61.1% 
9 
45.0% 
5 
29.4% 
Bundling  3 
16.6% 
2 
10.0% 
0 
0% 
Differential pricing 0 
0% 
2 
10% 
2 
11.7% 
Outreach to local youth teams 14 
77.7% 
17 
85.0% 
14 
82.3% 
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Telemarketing 3 
16.6% 
4 
20% 
6 
35.2% 
Money-back guarantees 0 
0% 
0 
0% 
0 
0% 
Online publicity (Facebook, 
Twitter) 
12 
66.6% 
16 
80.0% 
13 
76.4% 
 
 
 
Once again, offering customers the ability to print tickets at home was associated with 
higher ticket sales. The difference was not as comparable as it was with baseball, but was still 
nearly 50 percent from the lowest to highest tickets-sold subgroups. Coupons, on the other 
hand, seemed to have a negative relationship. 
For the group that sold the most tickets (2,000 or more), the mean number of sales 
strategies used per school was 7.24 (SD = 1.147, 95% CI [6.36, 8.11]). For the middle group 
(501-2,000 tickets sold), the mean number of sales strategies used was 6.4 (SD = 2.062, 95% 
CI [5.59, 7.21]). Finally, for the group that sold the least amount of tickets  
(1-500), the mean number of sales strategies used was 6.17 (SD = 1.98, 95% CI [5.32, 7.02]). 
A one-way ANOVA was performed to determine if there were a significant difference 
between any of the means, but none of the results had a p-value less than .05. 
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Volleyball. Finally, for volleyball, the ranges were again adjusted. The smallest 
group of tickets sold was 1-250. The middle group was for 251-1000 tickets sold. The largest 
group was for more than 1,000 tickets sold to the average regular season women’s volleyball 
game (See Table 19). 
 
 
 
Table 19 
Sales Strategies Used by Athletic Departments For Women’s Volleyball Games Grouped 
Number of Tickets Sold 
 
Sales Strategy 1-250  
(n = 11) 
251-1000  
(n =17) 1000+ (n =7) 
Print-at-home tickets 2 
 18.1% 
3 
17.6% 
4 
57.1% 
Ability to purchase tickets online 6 
54.5% 
9 
52.9% 
6 
85.7% 
Youth/senior citizen discounts 5 
45.4% 
16 
94.1% 
7 
100% 
Email blasts 6 
54.5% 
14 
82.3% 
6 
85.7% 
Reduced prices for groups 7 
63.6% 
16 
94.1% 
6 
85.7% 
Coupons 6 
54.5% 
7 
41.1% 
4 
57.1% 
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Bundling  2 
18.1% 
4 
23.5% 
1 
14.2% 
Differential pricing 0 
0% 
0 
0% 
0 
0% 
Outreach to local youth teams 6 
54.5% 
13 
76.4% 
5 
71.4% 
Telemarketing 1 
9% 
2 
11.7% 
0 
0% 
Money-back guarantees 0 
0% 
0 
0% 
0 
0% 
Online publicity (Facebook, 
Twitter) 
9 
81.8% 
10 
58.8% 
4 
57.1% 
 
 
 
The pattern for volleyball follows that of baseball and women’s basketball – the 
schools that offer options such as print-at-home tickets and the ability to purchase tickets 
online sell more tickets than those who do not. For the group that sold the most tickets (1,000 
or more), the mean number of sales strategies used per school was 6.14 (SD = 1.676, 95% CI 
[4.68, 7.61]). For the middle group (251-1,000 tickets sold), the mean number of sales 
strategies used was 6 (SD = 1.803, 95% CI [5.06, 6.94]). Finally, for the group that sold the 
least amount of tickets (1-250), the mean number of sales strategies used was 4.54 (SD = 
2.162, 95% CI [3.38, 5.71]). Again, a one-way ANOVA was performed to see if there a 
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significant difference between the means. Just as with women’s basketball, none of the p-
values were less than .05. 
Aggregate. The aggregated list, displayed in Table 20, confirmed earlier trends. 
Print-at-home tickets had the largest increase of any of the ticketing sales strategies, jumping 
nearly 50% from the group that sold the least tickets to the group that sold the most. 
Otherwise, the other percentages for sales strategies were consistent over the three tickets 
sold groupings. For the groups that sold the least tickets to all three sports, the aggregate 
mean for number of sales strategies used was 5.37 (SD = 2.154, 95% CI [4.82, 5.92]). For the 
middle group, the aggregate mean for number of sales strategies used was 6.48 (SD = 1.865, 
95% CI [5.95, 7.01]). For the group that sold the most tickets, the aggregate mean was 6.61 
(SD = 1.50, 95% CI [5.95, 7.26]). A one-way ANOVA was once again performed to see if 
there were significance to the differences between the mean number of sales strategies used. 
Two had p-values less than .05: the difference between the group that sold the least amount 
of tickets (µ = 5.37) and the group that sold the middle range of tickets (µ = 6.48) had a p-
value of .013 while the difference between the group that sold the least amount of tickets and 
the group that sold the most amount of tickets (µ = 6.61) also had a p-value of .013. This 
implies that ticket offices that use a higher number of sales strategies sell more tickets to non-
revenue sporting events than those who do not use as many. 
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Table 20 
Aggregate for Baseball, Women’s Basketball and Women’s Volleyball 
 
Sales Strategy Smallest  
(n = 46) 
Middle  
(n =50) 
Largest 
(n =33) 
Print-at-home tickets 11 
 23.9% 
15 
30% 
24 
72.7% 
Ability to purchase tickets online 32 
69.5% 
38 
76.0% 
32 
97% 
Youth/senior citizen discounts 31 
67.4% 
42 
84% 
29 
87.9% 
Email blasts 34 
73.9% 
42 
84.0% 
31 
93.9% 
Reduced prices for groups 37 
80.4% 
45 
90% 
28 
84.8% 
Coupons 23 
50% 
21 
42% 
10 
30.3% 
Bundling  7 
15.2% 
8 
16% 
1 
3% 
Differential pricing 0 
0% 
4 
8% 
4 
12.1% 
Outreach to local youth teams 31 
67.4% 
42 
84% 
23 
69.7% 
Telemarketing 7 
15.2% 
9 
18% 
6 
18.1% 
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Money-back guarantees 0 
0% 
0 
0% 
0 
0% 
Online publicity (Facebook, 
Twitter) 
30 
65.2% 
39 
78% 
24 
72.7% 
CHAPTER V 
DISCUSSION 
Summary 
With most athletic departments facing budget deficits, it is important they “squeeze” 
as much from all sponsored sports as possible. While football and men’s basketball shoulder 
the most responsibility, athletic departments should not overlook traditional non-revenue 
sports such as baseball and women’s basketball as potential revenue avenues (James & Ross, 
2004). In light of this revenue-generation reality, this study examined ticket office sales 
strategies of NCAA Division-I athletic departments. Specifically, this study sought the 
answer to the following questions: 
• Which non-revenue sports generate the most revenue through ticket sales? 
• Are the larger schools – whether it is athletic department budget or enrollment 
– doing anything differently than the smaller schools? 
• Are there unique sales strategies that athletic departments that sell the most 
tickets utilize? 
Research Question No. 1  
The clear demarcation of baseball, women’s basketball and women’s volleyball was 
not a surprise, especially with the exposure of those sports on national television (ESPN 
broadcasts women’s basketball regularly throughout the season as well as the NCAA 
Tournament; ESPN also broadcasts a substantial amount of the postseason NCAA baseball 
tournament, culminating with the College World Series). The next group of included sports 
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selected 18-32 percent of the time: men’s soccer, softball, women’s gymnastics, softball, 
women’s soccer and wrestling.  
It is worth noting there were geographic footprints to the responses. Men’s ice hockey 
was a more popular choice for schools in the Big Ten and MAC – schools that are 
presumably in the northern United States. Men’s lacrosse was a frequent selection for schools 
in the Atlantic Coast Conference. And women’s volleyball was popular for schools in the 
Pac-10 Conference and Big 12 Conference along with some schools in the Western Athletic 
and Mountain West Conferences. 
Research Question No. 2 
Baseball was the sport with the biggest difference in reported sales strategies for large 
and small budget athletic departments. In general, schools with larger athletic department 
budgets seem to devote more resources to facilitating baseball ticket sales, offering 
customers the ability to purchase print-at-home tickets and tickets online at a higher rate than 
those schools with a smaller athletic department budget. Larger budget schools were also 
found to utilize online publicity more actively, both through email and social networking 
sites such as Facebook, Twitter and Groupon, etc. It should be stressed, however, that any 
differences between means were not statistically significant. 
Women’s basketball and volleyball did not have as large of discrepancies, with only 
one sales strategy in each sport having an increase or decrease of 30 percent between the two 
groups of athletic department budget size (women’s basketball and coupons; women’s 
volleyball and ability to purchase tickets online).  Again, the differences were not statistically 
significant. 
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Research Question No. 3 
There were not many differences in sales strategies used by schools with enrollment 
larger than 25,000 and schools with enrollment less than 25,000. While there was a sizeable 
difference between the percentages of athletic departments at universities with an enrollment 
larger than 25,000 and smaller than 25,000 that used outreach to local youth teams as a sales 
strategy, generally there were not discrepancies between the two categories. An ANOVA 
confirmed this – there were no significant differences between means. This suggests a 
school’s enrollment has little effect on the ticket sales strategies the athletic departments are 
using. This is not completely surprising since enrollment does not necessarily imply a 
school’s athletic intentions. There are a number of schools with a large student enrollment 
who are not aggressive in athletics (marketing or otherwise) while there are smaller schools 
such as Stanford and Duke who are. Furthermore, a school’s enrollment does not necessarily 
affect its athletic department budget and the resources a ticket office may have to devote to 
sales strategies such as print-at-home tickets, ability to purchase tickets online and 
telemarketing. 
Research Question No. 4 
Focusing on the aggregate data for baseball, women’s basketball and women’s 
volleyball, it is worth noting how the use of print-at-home tickets jumps from 23.9 percent 
for the smallest group to 30 percent for the middle group to 72.7 percent for the group that 
sells the highest number of tickets. While there could be other factors at play – Are ticket 
offices offering print-at-home tickets because demand for tickets necessitates it? Or does the 
print-at-home option foster increased demand? – the results suggest that allowing customers 
to print their tickets at home promotes increased ticket sales.  
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Furthermore, it seems intuitive that employing a higher number of sales strategies 
would result in increased sales, which is what the comparison of means across the three 
groups suggests. While there is not one magic strategy that will increase ticket sales in 
college athletics, trying as many strategies as possible appears to produce results. There was 
a tangible benefit, confirmed by statistical analysis, from using an average of 6.61 sales 
strategies compared to using an average of 5.37. That tangible benefit is increased ticket 
sales. 
Implications 
 One of the major implications from this study is the finding there is not a lot of active 
soliciting for potential customers for non-revenue sports occuring. Of the sales strategies 
included in the survey distributed to ticket office directors, telemarketing is arguably the 
most pro-active sales strategy (and one that professional sports rely heavily on). But, 
according to this research, few athletic departments rely on telemarketing, especially for their 
non-revenue sports. The sport had the highest percentage of ticket offices responding that 
they used telemarketing was ice hockey (29%), but since only seven athletic departments 
indicated that ice hockey was one of its most lucrative non-revenue sports, it is hard to draw 
many conclusions from that number. For comparison’s sake, 15% of ticket offices reported 
using telemarketing for baseball, 24% for women’s basketball and 10% for women’s 
volleyball. While some will likely contend non-revenue sports are a tough sell for 
telemarketers, the numbers indicate not a lot of effort is being made. Based on this research, 
an argument can be made that employees in athletic department ticket offices take ticket 
order and are not ticket sellers. 
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 The lack of an emphasis on telemarketing is one way the results of the study did not 
confirm the review of literature. Furthermore, not many athletic departments are following 
the model of the Portland Timbers. While the Timbers are active in telemarketing, it does not 
seem likely that many athletic departments are calling 80-100 potential customers per day. 
There are other ways athletic departments are not following some of the suggestions made in 
the literature. No one responded that they were offering money-back guarantees, even though 
Howard and Crompton reported that the University of Kansas reported success using the 
approach to sell its season football tickets. Athletic departments generally do not embrace 
differential pricing, either, with the majority of schools not offering the strategy.  The 
implication is clear – athletic departments generally do not use strategies suggested by the 
relevant literature to sell more tickets. 
In some ways, athletic departments are doing what literature proscribes. As noted by 
Howard and Crompton, having tickets available for sale online is good customer service. 
This study suggests most athletic departments are incorporating online and print-at-home 
capabilities into their sales strategies, as Howard and Crompton suggest.  
Limitations 
There are hazards from making sweeping generalizations based on one study, 
especially since there were a couple of limitations with this study. First, while the response 
rate topped 50 percent, there were still a sizeable number of athletic departments that did not 
participate. Another limitation could be the survey instrumentation. While the survey was 
developed based on the review of literature, perhaps the 13 independent factors listed as 
choices in the fifth survey question (the one that asked which strategies ticket offices are 
using) did not capture all the sales strategies ticket offices are using, and the survey was thus 
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incomplete. Related to that, the sales strategies listed were somewhat broad generalizations 
and may not have captured individual innovation within the subcategories. For instance, an 
athletic department may have tweaked how they email potential customers to be more 
effective or efficient. Other athletic departments could be using more conventional and 
inefficient email blasts, so there could be a wide range of approaches within a particular 
category of sales strategy. The way the survey was structured would not have captured this 
variance. Finally, this survey only examined what ticket offices were doing to generate sales 
to non-revenue sports. Extrapolations cannot be made on what ticket offices may or may not 
be doing to generate increased revenue to revenue sports. 
Future Research 
 The most fruitful area of future research in this field may be to compare what athletic 
department ticket offices are doing to generate sales to their revenue sports to what they are 
doing to generate increased sales to their non-revenue sports. Since few schools sell out 
football and men’s basketball consistently, many ticket offices may focus their efforts on 
sports that have a proven fanbase rather than convincing people to attend sporting events that 
might be new or less popular. It would be noteworthy to see if ticket offices are more likely 
to employ sales strategies such as telemarketing for revenue sports such as football and 
men’s basketball rather than non-revenue sports. Or are certain sales strategies not used in 
athletic departments at all? If not, it might be useful to examine why not. Is there a difference 
between sales approaches taken by professional franchises and collegiate athletic 
departments? If there is, why is that?  
Furthermore, a study that examines the training of ticket employees may be fruitful. 
Southall et al. and others suggest a model where a mentor is available to guide students or 
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new hires through the theoretical underpinnings of sales. Are ticket offices doing this? Do 
they value experience when they hire new employees? What is the training process? Or do 
they primarily need someone to answer phones? The results of this study suggest they are not 
looking for individuals versed in sales strategies. 
Recommendations 
Based on this study, it would behoove ticket offices to make sure they are offering 
their customers the ability to print tickets at home. When one analyzed the results for 
baseball, women’s basketball and women’s volleyball, a higher percentage of the athletic 
departments that sold the most tickets to those events reported offering customers a print-at-
home option. Furthermore, it would be prudent for ticket offices to offer as many sales 
strategies as possible. While there might not be one specific sales strategy they can use that 
will guarantee results, employing as many sales strategies as possible appears to increase 
sales. Fundamentally, if college athletic departments want to increase revenue from “non-
revenue” sports, they need to employ proven ticket-sales strategies and techniques. They 
need to morph from ticket taking offices into ticket “sales” offices.
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Appendix A 
Survey 
Q1: Other than men's basketball and football, please select the athletic events that your 
athletic department charges for admission to regular season games.   
 The subjects could then select any of the 31 NCAA-sponsored sports their university 
sponsors. 
 
Q2: Other than men's basketball and football, please select the four sports that generate the 
most revenue through ticket sales at your particular university. (If your school does not 
charge for four sports, only click the sports other than football and men’s basketball that your 
school charges for.) 
 The subjects then selected the four sports that generate the most revenue. All 31 of 
the NCAA-sponsored sports are options. The participants will be forced to give a response, 
checking off their top four.  
 
NOTE: The four answers selected in question No. 2 will be looped for the next six 
questions. Each question will be asked about each sport.   
Q3: How many ticket office employees typically staff [SPORTS CHOSEN IN Q2] games 
(including full and part-time employees, students and interns)?  
• 1 
• 2 
• 3 
• 4 
• 5 or more 
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Q4: Including season tickets (full and partials), what is the price for the majority of the 
tickets your ticket office sells to [SPORTS CHOSEN IN Q2] regular season games?  
• $1-4 
• $5-8 
• $9-12 
• $13-16 
• $17-20 
• $20 or more. (The decision for the answers to be a range was made to encourage 
additional responses.) 
 
Q5: Including season tickets (full and partials), how many tickets does your office sell to the 
average [SPORTS CHOSEN IN Q2] regular season game?   
• 1-250 
• 251-500 
• 501-750 
• 751-1000 
• 1001-1250 
• 1251-1500 
• 1501-1750  
• 1751-2000 
• 2000 or more 
 
Q6: Please check all the strategies your ticket office uses with [SPORTS CHOSEN IN Q2].  
• Print-at-home tickets 
• Ability to purchase tickets online 
• Youth or senior citizen discounts 
• Email blasts 
• Reduced prices for groups 
• Coupons 
• Bundling non-revenue tickets with tickets to revenue sports 
• Differential pricing (different prices for the same seats to different games) 
• Outreach to local youth teams 
• Telemarketing 
• Money-back guarantees 
• Other 
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Q7: Of the choices listed in the previous question, which do you believe is most effective in 
increasing sales to [SPORTS CHOSEN IN Q2] at your university?  
 There were the same 12 separate choices for answers as the previous question. Only 
one selection can be picked. 
 
Q8: What do you believe best explains ticket sales to [SPORTS CHOSEN IN Q2] at your 
university?  
• historical success 
• performance during current season 
• popular opponents 
• new facilities/facility renovations 
• presence of local youth/club teams 
• special promotions 
• Other 
 
DEMOGRAPHICS 
Q9: With which conference is your institution affiliated? 
 The 11 different FBS conferences were listed. Only one response was permitted. 
 
Q10: How many students attend your university? 
• 0-5000 
• 5000-10,000 
• 10,000-20,000 
• 20,000-25,000 
• 25,000-30,000 
• more than 30,000 
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Q11: What is the size of the athletic department budged at your school for the 2009-10 fiscal 
year? 
• $0-$3million 
• $3.1m-$6m 
• $6.1m-$10m 
• $10.1m-$15m 
• $15.1m-$20m 
• $20.1-$30m 
• $30.1m-$40m 
• $40.1m-$50m 
• $50.1m-$60m 
• $60.1m-$70m 
• $70.1m-$80m 
• more than $80m 
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Appendix B 
Invitation for Participation 
Dear <Survey Participant> 
 
 
My name is Jack Daly, and I am a graduate student in the sport administration program at the 
University of North Carolina-Chapel Hill. I am currently working on my master’s thesis 
project before I begin a career in intercollegiate athletics. In order to gain a better 
understanding of what ticket offices are doing to generate additional revenue, I am examining 
strategies for increasing sales to non-revenue sports. 
 
I realize the day-to-day activities of a ticket office keep you extremely busy, but if you could 
spare 5-10 minutes to complete this online questionnaire, it would be greatly appreciated.  
The questions deal with which non-revenue sports generate the most sales at your institution, 
and which sales strategies your ticket office employs. Your responses will remain 
anonymous and confidential. Should this study be published or presented only aggregate data 
will be reported.  
 
By clicking the survey link you are consenting to take part in the research study. You may 
skip any question, or part of any question, that you do not wish to answer, for any reason. If 
you have any questions or concerns during the study, please feel free to contact me at any 
time by phone (919-962-7866) or email (jrdaly@email.unc.edu). Furthermore, you may also 
contact my advisor, Richard Southall (southall@unc.edu), or the UNC Institutional Review 
Board (IRB) (919-966-3113; subjects@unc.edu, IRB #11-0230) if you have questions or 
concerns about your rights as research subjects. 
 
In appreciation of your time, I will be happy to provide you with a summary of my results at 
the conclusion of the research. If you would like a copy of the results please e-mail me at 
jrdaly@uncaa.unc.edu.  
 
Thanks so much for your time and assistance. 
 
Click here to access the survey 
https://uncodum.qualtrics.com/SE/?SID=SV_9NRbXqWLDIwA9co 
 
Sincerely, 
 
 
Jack Daly 
University of North Carolina at Chapel Hill 
Master of Arts Candidate, Sport Administration 
(919) 962-7866 
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